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ABSTRACT 


The main purpose of this study is to investigate the influence of brand loyalty on 
cosmetics buying behavior of the students from nursing training school in Yangon. Brand 
name, product quality and design, store environment and price promotion and service 
quality were chosen as brand loyalty factors. The sample respondents of 156 were 
participated in this study. Simple random sampling method was applied. Descriptive 
statistics, Pearson correlation, and multiple regression analysis were conducted in this 
study. According to the results, there is a significant correlation among cosmetics buying 
behavior and brand loyalty factors. The results of Pearson correlation analysis also 
indicate that there is a significant relationship between the two of brand loyalty factors 
(store environment, price promotion & service quality) and cosmetics buying behavior. 
The findings from regression analysis represent that there is 56.6% relationship between 
brand loyalty factors and cosmetics buying behaviors. According to the multiple 
regression model, three band loyalty factors (brand name, store environment and price, 
promotion and service quality) have positive effects on cosmetics buying behavior 
although product quality and design has a negative relationship on cosmetics buying 
behavior. If a cosmetics business wants to obtain good profits globally, it should work 
hard to increase customer brand loyalty in the market place. It will assist the cosmetics 


business to increase customer retention and reduce customer defection. 
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CHAPTER I 
INTRODUCTION 


In the 21st century, improvement of technology, science, society, ecoriomy and 
education provide people to have better standard of living and styles. With increased 
buying power and increasing number of dual earning has made people more conscious 
towards beauty, hygiene and better life style (Souiden & Diagne, 2009), Today people 
are more active, liberal moving ahead and taking part in every walk of life so they 
became more concerned towards their looks and appearance (Kumar, 1998). In order 
to make their appearance to be good looking, they use skincare products in many 
different ways such as using cosmetics, making facial surgery and body surgery. 
Among them, using cosmetics is easily accessible owing to a large number of 


supporters. 


1.1 Rationale of the Study 


To sustain a business in the long term, every company requires a factor which is 
needed for success, which is brand loyalty. Many researchers find that brand loyalty is 
a crucial factor to keep a long-term customer to use a product and also it is very 
important for marketers for business planning (Woolf, 2002). Nowadays, brands play 
an integral part in a marketing strategy because they become an essential component 
of marketing in the manufacturer and a rich source of information for consumer 
(Saxton, 1998). 


Brand loyalty is the most significant factor that many industries and many researchers 
are examining as factors that influence on brand loyalty. In the cosmetics industry, the 
competition is increasing exponentially. Competing in the market is challenging, 
therefore, cosmetics companies should concentrate on attaining customer satisfaction 
which leads to customer loyalty. In today’s world, many professional organizations 
and companies believe that customers are the real source of profit, and it is now well 
regarded that the search for new customers is much more expensive than retaining 
existing ones (Kotler, 2003), Customer brand loyalty plays a crucial role for every 


brand and firms. Loyalty is directly related with several factors and the main factor is 
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user experience. Customers are loyal due to higher switching barriers or they may be 
loyal because they are satisfied with the brand (Fornell and Larcker,1981). 


Consumers buy the products, believing the perceived value offered by the brands. It 
could help the Industry to maintain their place in the market and can meet the required 
demands of the consumer regarding a particular product. In this way, they could retain 
their existing customers and can even increase their customers. Consumers also use 
the cosmetic products which are the most suitable for their skin and once they get full 
satisfaction, they rarely switch to other brand. Brand loyalty is well known as a key 
factor of marketing activities. This means that a consumer purchasing products and 
services from the same brand over and over rather than changing to other brands. 
Brand loyalty consists of a consumer commitment to repurchase or continue to use 
one brand (Saxton, 1998). 


In Myanmar, there are a lot of international cosmetic brands including US brands, 
Thai brands, China brands, and Korea brands etc. So, people use various kinds of 
cosmetic according to their preferences. Cosmetic can influence on women as well as 
men who result in positive consequences such as their confidence and behavior. There 
is a generation perception that cosmetic are generally purchased by students who are 
studying various universities, believing that these products may improve their 
appearance. With a high level of interests in appearance, they have revealed a great 
potential. Thus, the students’ patterns of consumption gradually become a major 
concern. In this study, the influence of brand loyalty on cosmetics buying behavior is 


measured at North Okkalapa and East Yangon Nursing Training School, Yangon. 


1.2 Objectives of the Study 


The main objective of this study is to examine the influence of brand loyalty on 
cosmetics buying behaviour. To realize this objective, the specific objectives are as 
follow: 

(1) To identify personal profile of cosmetics product consumers 

(2) To evaluate the brand loyalty factors and cosmetics buying behaviour of 
consumers 

(3) To analyse the brand loyalty factors relate to cosmetics buying behaviour of 


consumers 
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1,3 Method of Study 


In this study, two approaches were used in the data analysis. Descriptive method was 


used to describe: the personal profile of cosmetics product consumers. Multiple 


regression analysis was also used to analyze the brand loyalty factors relate to 
cosmetics buying behaviour of consumers in this study, 


1.4 Scope and Limitations of Study 


The study was focused on to examine the influence of brand loyalty on cosmetics 
buying behavior in Nursing Training School. This study was used primary data which 
collects from students attending at North Okkalapa and East Yangon Nursing 
Training School, Yangon by using structured questionnaires. The questions use 
measurement by Likert'scale of 1 to 5: 1 represents strongly disagree, 2 for disagree, 3 
for neutral; 4 for agree and 5 for strongly agree, respectively. 


There are some limitations of this study. The sampling frame for this study was only 
limited to, the student from -North Okkalapa and East. Yangon Nursing Training 
School, Yangon, For these reasons, the finding of this study could not be generalized 
to all consumers in Myanmar. 


1.5 Organization of the Study 


This paper is divided into five chapters. Chapter I, the introduction chapter includes 
background of the study, objectives of the study, method of study, scope and 
limitations of the study and organization of the study. In Chapter II, the theoretical 
background for Brand Loyalty on Cosmetics Buying Behaviour is mentioned. In 
Chapter II, research methodology includes profiles of respondents, research design, 
questionnaire design and data analysis are presented, Chapter IV includes results and 
findings of the brand loyalty factors relate to cosmetics buying behaviour of J 


consumers, Finally, the Chapter V deals with the conclusion are presented. 
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CHAPTER II 
LITERATURE REVIEWS 


In this section, definition of brand loyalty, factors of brand loyalty, brand name, 
product quality and design, store environment, consumer buying behavior of brand 


loyalty were mentioned. 
2.1 Definition and Concepts of Brand Loyalty 


Howard and Sheth's theory of buyer behavior (1969) were the first to introduce the 
notion of brand consideration ‘into marketing. Brand loyalty is defined as keeping 
preferable to a specific product or service (BNET Business Dictionary). Aaker and 
Keller, 1990 believe that loyalty is closely associated with various factors, one of the 
main ones being the experience of use. Customers may be loyal owing to high 
switching barriers related to technical, economical or psychological factors, which 
make it costly or difficult for the customer to change. In another point of view, 
customers may also be loyal because they are satisfied with the brand, and thus want 


to continue the relationship (Fornell, 1992). 
2.2 Factors of Brand Loyalty 


Research has indicated that brand attributes are viewed as important elements in a 
consumer's decision-making. The factors were brand name, product quality and 


design, store environment, and price, promotion and service quality. 


2.2.1 Brand Name 

Famous brand names can disseminate product benefits and lead to higher recall of 
advertised benefits than non-famous brand names (Keller, 2003). There are many 
unfamiliar brand names and alternatives available in the market place. Consumers 
may prefer to trust major famous brand names. These prestigious brand names and 
their images attract consumers to purchase the brand and bring about repeat 
purchasing behavior and reduce price related switching behaviors (Cadogan and 


Foster, 2000). Furthermore, brand personality provides links to the brand’s emotional 
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and self-expressive benefits for differentiation. This is important for brands, which 
have only minor physical differences and consumed in a social setting where the 
brand can create a visible image about the consumer itself, According to Kohli and 
Thakor (1997), brand name is the creation of an image or the development of a brand 
identity and is an expensive and time-consuming process, The development of a brand 
name is an essential part of the process since the name is the basis of a brand’s image. 
Brand name is important for the firm to attract customers to purchase the product and 
influence repeat purchasing behavior. Consumers tend to perceive the products from 
an overall perspective, associating with the brand name all the attributes and 


satisfaction experienced by the purchase and use of the product, 


2.2.2 Product Quality and Design 

Product Quality encompasses the features and characteristics of a product or service 
that bears on its ability to satisfy stated or implied needs. In other words, product 
quality is defined as “fitness for use” or ‘conformance to requirement” (Russell and 
Taylor, 2006). Consumers may repeat the purchase of single brands or switch around 
several brands due to the tangible quality of the product sold. Material is important in 
| product quality because it affects the hand feel, texture and other performance aspects 
of the product. Further, consumers relate personally to color, and could select or reject 


| a product because of color, If the color does not appeal to them or flatter their own 


color, they will reject the product. Functional attributes in cosmetics include quick- 
dry, breathable, waterproof, lightweight, and finally, durability, For instance, some 
consumers use cosmetics for work and some for leisure and sports, as they need a lot 
of movement, while durability is an important consideration in purchasing cosmetics. 
Perfectionist or quality consciousness is defined as an awareness of and desire for 
high quality products, and the need to make the best or perfect choice versus buying 
the first product or brand available (Sproles and Kendall, 1986). This indicates that 


| 

| quality characteristics are also related to performance. 

| 

| Design is visual appearance, which includes line, shape and details affecting 

| consumer perception towards a brand (Frings, 2005), Brands that supply stylish 

| package attract loyal consumers who are fashion conscious. Fashion leaders or 

| followers usually purchase or continue to repeatedly purchase their products in stores 
that are highly fashionable, They gain satisfaction from using the latest brands and 
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designs which also satisfies their ego. A research conducted by Duff (2007) 
investigated the niche market in women’s cosmetics, and the results showed that 
cosmetics buyers were becoming more fashion conscious and were demanding 
products with more attractive design; furthermore, consumers have a tendency to use 
different makeup designs for different occasions. According to Sproles and Kendall 
(1986), fashion consciousness is generally defined as an awareness of new designs, 
changing fashions, and attractive styling, as well as the desire to buy something 


exciting and trendy. 


2.2.3 Store Environment 

Omar (1999) emphasized that the store environment was the single most important 
factor in retail marketing success and store longevity. Positive attributes of the store, 
which include store location, store layout; and in-store stimuli, affect brand loyalty to 
some extent. Store location and number of outlets are crucial in altering consumer 
shopping and purchasing patterns. If consumers find the store to be highly accessible 
during their shopping trip and are satisfied with the store’s assortment and services, 
these consumers may become loyal afterwards (Lovelock, 2010). Thus, a store’s 


atmosphere is one of-the factors that could influence consumer’s decision-making. 


The stimuli in the store, such as the characteristic of other shoppers and salespeople, 


store layout, noises, smells, temperature, shelf space and displays, sign, colors, and 
merchandise, affect consumers and serve as elements of product attributes, which may 
in turn, affect consumer decision making and satisfaction with the brand (Lovelock, 
2010), On the other hand, background music played in the stores affects attitudes and 
behavior. The slow-beat musical selection leads to higher sales volume as consumers 
spend more time and money in a conducive environment. Research conducted by Lin 
and Chang (2003) showed that the channel convenience of the brands had significant 


influence on buying behavior. This means that the accessibility to this product/brand 


in the store is important when purchasing low involvement products. Consumers will 
not go to another store just to find the brand. Instead, they will stay put and choose 


another brand. 


2.2.4 Price, Promotion and Service Quality 
According to Cadogan and Foster (2000), price is probably the most important 
consideration for the average consumer, Consumers with high brand loyalty are 
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willing to pay a premium price for their favored brand, so, their purchase intention is 
not easily affected by price. In addition, customers have a strong belief in the price 
and value of their favorite brands so much so that they would compare and-evaluate 
prices with alternative brands (Keller, 2003), Consumers’ satisfaction can also be 
built by comparing price with perceived costs and values, If the perceived values of 
the product are greater than cost, it is observed that consumers will purchase that 
product. Loyal customers are willing to pay a premium even if the price has increased 
because the perceived risk is very high and they prefer to pay a higher price to avoid 
the risk of any change (Yoon and Kim, 2000), Long-term relationships of service 
loyalty make loyal customers more price tolerant, since loyalty discourages customers 
from making price comparison with other products by shopping around. Price has 
increasingly become a focal point in consumers’ judgments of offer value as well as 
their overall assessment of the retailer (De Ruyter et al., 1999). Price communicates to 
the market the company’s intended value positioning of its product or brand. Price 
consciousness is defined as finding the best value, buying at sale prices or the lowest 
price choice (Sproles and Kendall, 1986), 


Promotion is a marketing mix component, which is a kind of communication with 
consumers, Promotion includes the use of advertising, sales promotions, personal 
selling and publicity. Advertising is a non-personal presentation of information in 
mass media about a product, brand, company or store. It greatly affects consumers’ 
images, beliefs and attitudes towards products and brands, and in turn, influences their 
purchase behaviors (Lovelock, 2010). This shows that promotion, especially through 
advertising, can help establish ideas or perceptions in the consumers’ minds as well as 
help differentiate products against other brands. According to Clow (2010), promotion 
is an important element of a firm's marketing strategy. Promotion is used to 
communicate with customers with respect to product offerings, and it is a way to 
encourage purchase or sales of a product or service. Sales promotion tools are used by 
most organizations in support of advertising and public relations activities, and they 


are targeted toward consumers as final users. 


A common definition of service quality is that the service should correspond to the 
customers’ expectations and satisfy their needs and requirements (Lovelock, 2010). 
Service quality is a kind of personal selling, and involves direct interactions between 
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salespeople and potential buyers. Consumers like to shop at specific stores because 
they like the services provided and are assured of certain service privileges. The 
impact of salespeople-consumer relationships will generally result in long term 
orientation of consumers towards the store or brand, Trust in salespeople appears to 
relate to overall perceptions of the store’s service quality, and results in the consumer 
being very satisfied with the stores in the end. Additionally, personalization (i.e. 
reliability, responsiveness, personalization and tangibles) significantly influence 
consumers’ experience and evaluation of service, and in turn, affects the brand loyalty 
of consumers (To and Leung, 2001), Gronroos (1990) noted that the quality of a 
service as perceived by customers had three dimensions: functional (or process) 
dimension, technical (or outcome) dimension, and image. Furthermore, Richard and 
Allaway (1993) argued that -utilizing only functional quality attributes to explain 
and/or predict consumers’ behavior might be a misspecification of service quality and 
had low predictive validity 


2.3 Consumer Buying Behaviour 


There are many studies concerning the influence of brand loyalty on cosmetics buying 


behavior. Some studies are stated as follow. 


Consumer buying behaviour is defined as the behaviour that consumer displays in the 
searching for, buying, using, evaluating, and disposing of the products and services 
that they expect will satisfy their needs. Consumer buying behaviour focuses on how 
consumer make the decisions to spend their available resources on consumption 
related items, That includes what they buy, why they buy it, when they buy it, where 
they buy it, how they buy it, how often they use it, how often they evaluate it after the 
buying and the impact of such evaluations on future buying. It includes elements from 
psychology, sociology, social anthropology and economics (Kotler, 2000). It attempts 
to understand the purchase decision making process, both individually and in groups. 
Its studies characteristics of each consumers such as demographics and behavioral 


variables in an attempt to understand consumer’s wants (Armstrong, 1991), 


Scanned with CamScanner 


Khraim (2011) stated that the purpose of this article is to investigate the influence of 
brand loyalty on cosmetics buying behavior of female consumers in the Emirate of 
Abu Dhabi in the UAE. The seven factors of brand loyalty are brand name, product 
quality, price, design, promotion, service quality and store environment. 
Questionnaires were distributed and self-administered to 382 respondents. Descriptive 
analysis, one-way ANOVA and Pearson Correlation were used in this study. The 
findings of this study indicated that brand name has shown strong correlation with 
brand loyalty. The research results showed that there is positive and significant 
relationship between factors of brand loyalty (brand name, product quality, price, 
design, promotion, service quality and store environment) with cosmetics brand 
loyalty. 


Win Yin Htike and Thandar Min (2020) conducted a study that the objectives of the 
study is to identify the brand loyalty to cosmetics brands of the consumers, to 
examine the influencing factors on brand loyalty to cosmetics brands of the 
consumers, to analyze the relationship between influencing factors and brand loyalty 
to cosmetics brands of the consumers in Yangon. Questionnaires were administered 
and data were collected form sample of 500 respondents, who are brand-purchaser, 
using simple random sampling method. Data were analyzed using descriptive research 
tools, and Multiple Linear Regression method. The factors which can build brand 
loyalty are perceived value and quality, price, convenience, trust and satisfaction on 
the products, The research result shows that customers are loyal on products of 


cosmetics brands due to perceived value and quality, trust and satisfaction. 


Shamsudin et al. (2020) represented that the objectives of the study is to study the 
consumer buying behavior towards cosmetic products in large retail outlets in the 
Chennai region, Tamilnadu. The study used survey methodology to collect data from 
the respondents who were consumers of cosmetic products. The sample size of the 
study was 384. The data collected was analyzed using SPSS 20.0 software, Research 
hypotheses were framed and the statistical tests like independent sample t- test, one- 
way ANOVA and regression analysis was conducted to test the hypothesis. It was 


found that store related factors like design, ambience, convenience, variety, 
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promotional effort, quality of service was most commonly influencing the purchase 


behavior of consumers. 


Ampofo (2014) presented that the objectives of the study is to examine the effects of 
advertising on consumer buying behavior considering demand for cosmetic products 
by residents in and around Nagarabhavi, Bangalore. Using a sample of 100 
respondents of mostly the young, we ran regressions and found that advertising does 
influence expenses incurred on cosmetics products but much influence, on the 
purchase of cosmetic products results from one’s income or pocket money available, 
and other factors like price of the product, the brand and other people’s 
recommendation concerning the product. It was concluded that, advertising satisfies 
the needs of the firm and the wishes of consumers. Its role cannot be replaced by any 


other means. 


Kittikowit et al. (2018) stated that the factors influencing purchase intention of female 
consumers aged 20-60 years old, The objectives of the study are to explore the current 
situation of cosmetic industry in Yangon. The research analysis was conducted based 
on the information from consumer and a business operator interviews as well as the 
subsequent quantitative data acquired from 315 survey respondents. According to the 
research findings, brand, quality and price of a product, including social influence all 


have influence on purchase intention. 
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CHAPTER III 
RESEARCH METHODOLOGY 


This chapter presents the research methodology used in this study. Profiles of 
respondents, research design including sampling procedure, sample size and data 
collection method, questionnaire design, Pearson correlation coefficient , multiple 
linear regression model, assumptions of the multiple linear regression model, test for 
significance of overall multiple regression model, the coefficient of multiple 


determination (R? ) and multicollinearity were presented. 
3.1 Profile of Respondents 


This section offers the profile of the respondents together with the personal profile 
that is essential to recognize the nature of respondents of the study. The personal 
profile includes age, gender, level of education, and monthly income. Meanwhile, the 
influence factors of brand loyalty with regard to assessing the relevance of the 
respondents in this- study includes brand name, product quality and design, store 
environment and price, promotion and service quality. The cosmetic buying behavior 
is also assessed. This study has collected data from 156 respondents, cosmetics users 


of North Okkalapa and East Yangon Nursing Training School, Yangon. 


3.2 Research Design 


A survey method was used to obtain the required information. The objective of the 
survey was to collect data on the influence of brand loyalty on cosmetics buying 


behavior. 
3.2.1 Sampling Procedure and Sample Size 
The population of this study consisted of cosmetics users who are all students at North 


Okkalapa and East Yangon Nursing Training School, Yangon. For sample selection, 
simple random sampling was applied in this study. To get the required sample size of 
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156 students, the students were selected from 300 students by using a simple random 


sampling method. 


3.2,2 Data Collection Method 


This study used quantitative method which was carried out by collecting primary data 
using questionnaires from the users of cosmetics brands at North Okkalapa and East 
Yangon Nursing Training School, Yangon, using the questionnaires with a five-point 


Likert scale, The questionnaire was used in the survey is presented in Appendix. 


3.3 Questionnaire Design 


To collect data and to do analysis, question items for the influence of brand loyalty on 
cosmetics buying behavior are constructed based on theoretical aspects. The 
questionnaire set consists of two sections, which are section A and section B, Section 
A contains questions on personal data. The objective of the personal question was to 
acquire some basic information about the respondents. The question includes the 
respondent’s age, gender, level of education, and monthly income. For Section B, the 
questions include dependent variables and independent variables for this study. All 
the questions are arranged on a five point Likert-scale, ranging from 1 = strongly 


disagree to 5 = strongly agree. The questionnaires are shown in Appendix (A). 


3.4 Pearson Correlation Coefficient 


Pearson correlation coefficient, also known as Pearson R, is a statistical test that 
estimates the strength between the different variables and their relationships. Hence, 
whenever any statistical test is performed between the two variables, it is always a 
good idea for the person to estimate the correlation coefficient value to know the 


strong relationship between them. 


The correlation coefficient of -1 means a robust negative relationship. Therefore, it 
imposes a perfect negative relationship between the variables. If the correlation 
coefficient is 0, it displays no relationship. Moreover, if the correlation coefficient is 


1, it means a strong positive relationship, Therefore, it implies a perfect positive 
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relationship between the variables, The Pearson correlation coefficient shows the 
relationship between the two variables calculated on the same interval or ratio scale. 
In addition, It estimates the relationship strength between the two continuous 


variables. 


The Pearson Correlation Coefficient formula is as follows: 


r = correlation coefficient 

x; = values of the x-variable 

Z = mean of the values of the x-variable 
y= values of the y-variable 


J = mean of the values of the y-variable 
3.5 Multiple Linear Regression Model 


Linear regression attempts to model the relationship between two variables by fitting 
a linear equation to observe data. One variable is considered to be an explanatory 
variable, and the other is considered to be dependent variable. Before attempting to fit 
a linear model to observe data, a model should first determine whether or not there is 
a relationship between the variables of interest. The equation can be interpreted as 


prediction equation if the independent variable precedes the dependent variable. 


Multiple regression models take the following form; 
Y; = Bo + BiX1i + BaKai toe + ByX ee + ey i= 1,2,..,.2 
Where; Y; = value of the dependent variable in the i“ trial 
Bo= constant in the regression equation 
By, .«., By = regression coefficients associated with each of the Xy independent 
variable X;; = value of the" independent variable in the i** trail 


e= the random error in the i" trail or observation 
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3.6 Assumptions of the Multiple Linear Regression Model 


The following are the assumptions of multiple regression model. 

1, Multiple linear regression needs the relationship between the independents and 
dependent variables to be linear. It is also important to check outliers since multiple 
linear regression is sensitive to outlier effects, 

2. The multiple linear regression analysis requires that the error between observed and 
predicted values (i.e., the residuals of the regression) should be normally distributed. 
3. The error of the mean is uncorrelated; that is that the standard mean error of the 
dependent variable is independent from the independent variables. 

4. The multiple linear regression analysis makes homoscedasticity. The scatter plot is 
a good way to check homoscedasticity. 

5. There is no multicollinearity. That is, there is no linear relationship among the 


explanatory variables. 
3.7 Test for Significance of Overall Multiple Regression Model 


The F test is used to determine whether there exists a significant relationship between 
the dependent variable and the entire set of independent variables in the model. The 
overall F test is used to test for the significance of overall multiple regression model. 
The ANOVA procedure tests the null hypothesis that all the B values are zero against 
the alternative that at least one is not zero. 
Null Hypothesis Ho: $, = $z =...= Bk =0 
Alternative Hypothesis H,: at least one fj # 0. 

MSR 


The ratio of test statistics; F = ro 
Where, MSR = the mean square due to the regression 
MSE = the mean square of error 
The decision rule for this test, Zf F < F -aen-k-1) reject Ho 
If F > F (1-aen-k-1), Do not reject Ho 
The existence of regression relation by itself does not ensure that useful predictions 


can be made by using it. 
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3.8 The Coefficient of Multiple Determination (R? ) 


The coefficient of determination can be calculated by using the error sums of squares 
(SSE) and regression sums of squares (SSR), and total sums of square (SST). The 


coefficient of multiple determinations is defined as; 
= SSR. 4 — SSE 


The R?measure the variation in Y that is explained by the independent variable X in 
the simple linear regression model. In multiple regression, the coefficient of multiple 
determination represents the proportion of the variation in Y that is explained by the 
set of independent variables. The value of coefficient of multiple determinations will 


be between zero and one. 
3.9 Multicollinearity 


One of the assumptions of linear regression model is that there is no multicollinearity 
among the regressor included in the regression’ model. The problem of 
multicollinearity in regression analysis is known as a situation of strong 


interrelationships among the independent variables. The term multicollinearity meant 


by the existence of a perfect or exact linear relationship among some or all 
| explanatory variables of a regression model. The problem of multicollinearity arises 
| when at least one of the independent variables is a linear combination of the others 


| and it is not an easy problem to resolve where possible can always try to increase the 


precision of estimator by increasing the number of observations. The most direct way 

of testing for multicollinearity is to produce a correlation matrix for all variables in 

the model. Another way to detect multicollinearity is to use the value of tolerance. If 
| the value of tolerance is not less than 0.1, it can be said that there is no 
| multicollinearity problem in this study. The third way to detect multicollinearity is to 
| use the variance inflation factor (VIF). The VIF for any independent variable is a 

measure of the degree of the multicollinearity contributed by that variable. 

The VIF for any given independent variable is 


i 
VIF = Se 
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Where, R?= the coefficient of determination 

The multicollinearity produces an increase in the variation, or standard error, of the 
regression coefficient. In general, multicollinearity is not considered as a significant 
problem unless the VIF of a single independent variable measure at least 10 or the 
sum of the VIF's for all independent variable is at least 10. 
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CHAPTER IV 
RESULTS AND FINDINGS 


In this chapter, it is identified the descriptive statistics, and the relationship between 
buying behavior and brand name, product quality & design, store environment, and 
price, promotion & service quality, testing for reliability, correlation analysis, 


multicollinearity, regression analysis is also applied in this study. 


4.1 Socio-Economic Characteristics of Respondents 

This study includes 156 respondents in perusing brand loyalty on cosmetics buying 
behavior. The data used in this study is based on the buying behavior of the students 
attending at North Okkalapa and East Yangon Nursing Training School, Yangon 
Region. Personal profile of respondents by age, gender, educational level and income 
is shown in Table (4.1). 

Table 4.1 Frequency Distribution of Respondents’ Personal Profile 


Sr.No Personal Profile Number of | Percent 
Respondents | (%) 
Total 156 100 
1 fae 19-20 years old 26 16.6 
21-22 years old |78 50.0 
23-24 years old 36 23.1 
25 years and above 16 10.3 
7 [omir Male 16 103 
Female 140 89.7 
—— 
3 Educational First Year 51 32.7 
Level Second Year 56 35.9 +] 
Third Year 49 31.4 
4 Income (MMK) | Less than 100,000 13 8.3 
100,000-199,999 1 49.4 
200,000-299,999 47 30.1 
300,000 and above 19 12.2 


Data Source: Survey Data (May, 2023) 
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According to Table (4.1), the largest age group of the respondents is students from 21 
to 22 years old, which makes up 50% of the total sample size followed by the age 
group of 23-24 years old, which represents 23.1% of the total. The smallest age group 
is above 25 years, accounting for only 10.3% of the total respondents, Concerning the 
gender of the respondents, 140 of the respondents (89.7%) were female while 16 
(10.3%) were male, Regarding education level, the percentage of respondents is 
nearly equal in each class. Approximately 32.7% are attending their first year, 35.9% 
are attending their second year, and 31.4% are attending their third year. In terms of 
income level, the majority (49.4% of total respondents) eam between 100,000 and 
199,999 kyats per month. This is followed by 30.1% of students who earn between 
200,000 and 299,999 kyats per month. The smallest percentage (i.e., 8.3%) of the 
respondents earns less than 100,000 kyats per month, 


4.2 Descriptive Statistics of Brand Loyalty Factors 


Table 4.2 Descriptive Statistics of Brand Loyalty Factors 


Mini- | Maxi- 


N | mum | mum | Mean sD 


Brand Name 


IQl.The brand name is reputable 156 3.68] 0.718 


5 
5 3.85| 0.833 
5 
5 


|Q2.Brand name and image attract me to purchase | 156 
Q3.Brand name is selected regardless of price | 156 
Q4.Brand name reflects my own personality 156 2 
Mean Average 3.76 


v| v| ~ 


3.65| 0.833 


| 3.87| 0.888 


Product Quality & Design 


|Q1. The brand last longer than other brands 156 2 5 3.76| 0.774 
|Q2. The materials used by the brand are natural | 156 2 5 3.84| 0.807 
|Q3. The brand has attractive color 156 2 5| 3.94) 0.801 
|Q4. The brand has good functional quality 156 2 5 3.74) 0.886 
Q5. The brand provides wide variety of designs | 156 2 5 3.72] 0.802 
Q6. Designs of the brand are attractive for me 156 2 5 3.65| 0.975 
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Q7. Designs of the brand have distinctive 156 2 5 3.63} 0.828 


features 


Q8. Designs of the brand are popular and 156 2 5 378| 0.911 
fashionable 


Mean Average 3.76 


Store Environment 

Q1The brand has good store location 156 2 5 3.71| 0.821 
Q2 The brand has sufficient outlets. 156 2 5 3.65| 0.975 
Q3. The interior display is attractive 156 2 5 3.73| 0.837 
Q4. Color and music inside the store are 156 2 5 3.51] 0.775 
attractive 


Mean Average 3.65 


Price Promotion & Service Quality 


Q1. Increase of price not hinder me to purchase | 156 2 5 3.57| 0.851 
Q2. The brand provides good value of money 156 2 5 3.57| 0.654 
Q3. Ads of the brand attract me to purchase 156 2 5 3.50| 0.807 
Q4. Window displays are attractive 156 2 5 3.36| 0.709 
Q5. Brand offers a special promotion of lower | 156 2 5 3.44] 0.712 
price than usual paok 

Q6. Salesperson of the store is well-trained. 156 2 5 3.38) 0.953 


Q7. Salesperson of the stores willing to help. 156 2 5 3.38) 0.960 
Mean Average| 3.46 


Data Source: Survey Data (May, 2023) 


4.3 Descriptive Statistics of Cosmetics Buying Behavior 


Table 4.3 Descriptive Statics of Cosmetics Buying Behavior 


Mini- |Maxi- 


N | mum | mum| Mean sD 


Q1. I prefer cosmetics products suitable to 156 2 5| 3.34 0.617 


my age. 


Q2. I consider my economic situation when | 156 1 5| 3.41 0.841 


purchasing cosmetics products 
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[Q3. I buy cosmetics products because it 156 2 5) 3.62 0.647 


relates me to my lifestyle 


Q4. I buy cosmetics products due to my 156. 9 3) 360 - 0724 
family’s advice 

QS. The types of cosmetics products I 156 2 S| 3.49 0.749 
purchase are affected by close friends, 5 


movie stars, sport heroes, etc, 
Q6. My society culture affects my buying 156 2 5| 3.66 0.648 
behavior of cosmetics products 
Q7. I buy cosmetics products consistent with| 156 2 5| 3.66 0.638 


Imy social class 


|Q8. I buy cosmetics products to take care of | 156 2 5| 3.58 0.701 
kin 
9. I buy cosmetics products from my 156 2 5| 3.47 0.740 


ersonal experience | 
Q10. I buy cosmetics products according to I 2 5| 3.59 0.744 


my own preference or belicfs/ attitude 


towards cosmetics products 


Mean Average 3.54 


Data Source: Survey Data (May, 2023) 


The four independent variable factors of brand loyalty that were tested in this study 
through the questionnaires distributed to respondents are shown in Table (4.2). The 
Likert scale was used in the questionnaire: 1 indicates strongly disagree, 2 indicates 


disagree, 3 indicates neutral, 4 indicates agree and 5 indicates strongly agree. 


According to the results, the brand name and the product quality & design had a mean 
rating of 3.76, the store environment had a mean rating of 3.65 and the price, 
promotion and service quality had a mean rating of 3.46 on a Likert scale of one to 
five. The highest mean level for the brand name is the reflection of brand names on 
consumer’s own personality which is 3.87 and followed by attraction of brand name 
and image to consumer, which is 3.85, both of them nearly approached to agree level. 


For product quality and design, the highest mean value is attractive color of the brand 
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which is 3.94. From looking the average mean of all brand loyalty factors, all of these 
average mean values approach the level of “agree”, 
From the results of descriptive statistics of cosmetics buying behaviour, average mean 


value lies between neutral and agree level. 
4.4 Testing for Reliability 


The reliability of a research is defined as the extent to which its data collecting 
method and analyzing process generate consistent results (Saunders et al.,2009). In 
other words, if reliability is high, the results will not change regardless of extemal 
factors’ influence, On the other hand, without a well-grounded research design, the 
whole research findings will be impaired. According to Mitchell (1996), there are 
three most common ways to access reliability, including re-test, internal consistency, 
and alternative form. In this study, the internal consistency of collected data using 
Cronbach’s Alpha is tested in order to access the research’s reliability. The 
Cronbach’s Alpha is calculated using SPSS software, in which reliability is ranged in 
value from 0 to 1 with 1 being the ultimate value. 


The Cronbach’s Alpha by rating systems of reliability is described in Table (4.4) 


Table 4.4 Cronbach’s Alpha Rating 


Cronbach’s Alpha Internal Consistency 
a209 Excellent 
E sa<09 Good 
0.6<a<07 Acceptable | 
ule à 
0.5 < a <0.6 Poor 
a<0.5 Unacceptable 


Source: Kline (2000) 
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Table (4.5) Reliability Statistics for Brand Loyalty Factors and Cosmetics 


Buying Behavior 
Variable Cronbach’s Number of 
Alpha Items 

Brand Name 0.6224 4 

Product Quality & Design 0.663 8 
| Store Environment 0.757 4 

Price, Promotion & Service Quality 0.621 a 1 
| Cosmetics Buying Behavior 0.737 10 


Data Source: Survey Data (May, 2023) 


The results obtained from calculating the Cronbach’s Alpha ofall index values are 
tabulated in Table (4.4). According to the results, the Cronbach’s Alpha values of 
brand name, product quality & design, and price, promotion & service quality lies 
within acceptable region and that of store environment and cosmetics buying behavior 
lie within good range, It can be confirmed that the data is consistent and valid, as all 


variables yield Cronbach’s Alpha values above 0.6. 


4.5 Correlation Analysis of Brand Loyalty Factors and Cosmetics Buying 


Behavior 
The results of correlation analysis are described in Table (4.6). According to the 
results there is a significant relationship between store environment and cosmetics 


buying behavior at 0.01 level. Similarly, price, promotion & service quality has a 


significant relationship with cosmetic buying behavior at 0.01 level. 
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Table 4.6 Correlation Analysis of Brand Loyalty Factors and Cosmetics Buying 


Behavior 
Cosmetics | Brand Product | Store Price, 
Buying Name Quality | Enviro- | Promotion 
Behavior & nment | & Service 

Design Quality 

Cosmetics Pearson 1 

Buying Correlation 

Behavior Sig,(2- tailed) 

Brand Name | Pearson ` ` 0.028 1 


Correlation 


Sig.(2- tailed) | 0.732 
Product Pearson 0.024 0305" [1 
Quality & Correlation 


Design Sig.(2- tailed) | 0.768 0.000 
Pearson 0351" | 0.131 


Store 


Environment | Correlation 


Sig.(2- tailed) | 0.000 0.103 0.000 


Price, Pearson 0548" | 0.020 | 009 | 04497 |1 


Promotion | Correlation 
& Service | Sig.(2- tailed) | 0.000 0.808 0,258 ).000 
Quality 
“Correlation is significant at the 0.01 level (2-tailed) 
Data Source: Survey Data (May, 2023) 


4.6 Multiple Regression Model for Cosmetics Buying Behavior 


In this study, cosmetics buying behavior is dependent variable and independent 
variables are brand name, product quality & design, store environment, and price, 
promotion & service quality, The value of R is 0.566 which represents that there is 
56.6% relationship between independent and dependent variables, The Coefficient of 


determination R Square equals 0.321. This shows that changes in brand name, product 
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quality & design, store environment, and price, promotion & service quality 
accounted for 32.1 percent of the variation in cosmetic buying behavior. Analysis of 
variance (ANOVA) is used to determine the overall significance of the model. From 
the results shown in Table (4.7) it is evident that there is a significant correlation 
among the dependent and independent variables (F=17.815 and p-value =0,000). The 
regression coefficients for this study are tabulated at table (4.7). 


Table (4.7) Results of Multiple Regression Model for Cosmetics Buying Behavior 


Unstandardized | Standardized Collinearity 
Coefficients Coefficients Statistics 
Model B |Std.Enor] Beta t | Sig, (TolerancelVIF 
1 (Constant) Tias 0.302 6.581 | 0.000 
[Brand Name 0.017 | 0.048 0.025 0.350 | 0.727 | 0.907 [1.103 
Product Quality | -0.078 | 0.063 -0.094 -1.235 | 0.219 | 0.772 | 1.295 
& Design 
Store 0.101 | 0.048 | 0.170 2.074 | 0.040 | 0.672 Has 
Environment 
Price, Promotion | 0.411 0.065 | 0.479 6.349 | 0.000 | 0.789 | 1.267 
&Service Quality 
R 0.566 
R? 0.321 
Adjusted R” 0.303 
F (P-value) 17.815 (0.000) 


a. Dependent Variable: Cosmetics Buying Behavior 

b. Predictors: (Constant), Price, Promotion &Service Quality, Brand Name, Product 
Quality & Design, Store Environment 

Data Source; Survey Data (May, 2023) 


The multiple regression model is Cosmetic Buying Behavior = 1.985 +0.017 (Brand 
Name) - 0.078 (Product Quality & Design) + 0.101 (Store Environment) + 
0.411(Price, Promotion & Service Quality). 
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According to Table (4.7), the intercept (1.985) represents the predicted level of 
cosmetic buying behavior when all independent variables are at 0. For the 
independent variables, product quality & design has a negative unstandardized 
coefficient (-0.078), which means that for each unit increase in Product Quality & 


Design, there is a predicted decrease of 0.0780 unit in cosmetics buying behavior, 


The coefficient (Beta) for price, promotion & service quality is 0.411, indicating that 
price, Promotion & Service Quality has a moderate positive effect on cosmetic buying 
behavior. It means that when one unit increase in price, promotion & service quality, 
there will be a predicted increase of 0.411 units in cosmetics buying behavior. Store 
environment have positive relationship to cosmetic buying behavior. The coefficients 
of price, promotion and service quality and store environment is significant at 1% 


significant level. 

It is necessary to check the presence of multicollinearity within the regression model. 
Multicollinearity problem occurs if there is a high correlation between two 
independent variables. The VIF (variance inflation factor) for any independent 


variable is a measure of the degree of multicollinearity contributed by that variable. 


According to the results shown in Table (4.7), the VIF of all independent variables are 


less than 2. Thus, there is not a significant multicollinearity problem in this model. 
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CHAPTER V 
CONCLUSION 


Brand loyalty of the customer is of greatest importance for business organization to 
make certain that its product is kept in the minds of consumers and prevent them from 
switching to other brands, In this work, the influence of brand loyalty factors such as 
brand name, product quality & design, store environment, price, promotion & service 
quality on cosmetics buying behavior of nursing students, One-hundred and fifty- six 
students were randomly selected from North Okkalapa and East Yangon Nursing 
Training School. The descriptive statistics used for this research was age, gender, 
educational status and income level. From looking at the results, the largest age group 
of the respondents was 21-22, with a total of 50% followed by the age group of 23-24, 
which represents 23.1% of the total respondents, The smallest age group is above 25 


years, accounting for only 10.3% of the total respondents: 


Conceming the gender of the respondents, 89.7% were female and 10.3% were male. 
Regarding education level, the percentage of respondents is nearly equal in each class. 
In terms of income level, the majority (49.4% of total respondents) earn between 
100,000 and 199,999 kyats per month. This is followed by 30.1% of students who 
earn between 200,000 and 299,999 kyats per month. The smallest percentage (i.e., 
8.3%) of the respondents earn less than 100,000 kyats per month. 


The findings of the correlation analysis revealed that the two independent variables, 
store environment and price, promotion & service quality have a significant 
relationship with cosmetics buying behavior at 1% significant level. Since the VIF 
values of all independent variables are less than 2, there is no multilinearity problems 

Regarding the multiple regression analysis, price, promotion and service quality has a 
moderate positive effect on cosmetics buying behavior while brand name and store 
environment have a weak positive relationship to cosmetic buying behavior. In 
contrast, product quality and design have a weak negative effect on cosmetics buying 


behavior, 
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This study concludes that if a cosmetics business wants to obtain good profits globally 
in general and among the students in particular, it should work hard to increase 
customer brand loyalty through brand name, store environment and price, promotion 
and service quality in the market place. It will assist the cosmetics business to 


increase customer retention and reduce customer defection. 
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Appendix 


The Influence of Brand Loyalty on Cosmetics Buying Behavior: 
A Case Study in Nursing Training School 
Survey Questionnaire 


Please indicate ( + ) in the appropriate information about yourself. Each question 
should only have ONE answer. All responses are strictly confidential. 


Personal Data 


1. Age — snsnsc-nsrensnserenese 


E Male E Female 


3. Education 


E First Year L] Second Year 
Ea Third Year 


4. Income/month ( If you are not employee, it may be pocket money from others) 
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The Influence factors of Brand Loyalty 

Respondents are requested to answer the following question with answers from 
strongly agree to strongly disagree on Likert five-point scale, Please circle your 
answer to each statement using 5 point Likert scale. 

[(1) = strongly disagree, (2) = disagree, (3) = neutral, (4) = agree and (5) = strongly 


agree]. 
23] 3 |= È 

Ttem 1.Brand Name aD 5 & Ele] Bs 

No. £2)2/8) &| & & 
AA |zZ|<|a< 


1 The brand is reputable. 


z. Brand name and Image attract me to purchase. 
3; Brand name is selected regardless of price. 


A 


-— 


4. Brand name reflects my own personality, 
joe 
+—— 
" r ” 
Item 2.Product Quality & Design 2 3 8 al. 2 
No. eae |i) si es 
£22 /3) | ES 
agra jz 2 ac 
1. The brand last longer than other brands. 


2, | The materials used by the brand are natural, 


= 
3; The brand has attractive color. 


4. The brand has good functional quality. 
E The brand provides wide variety of designs. 
6 


Designs of the brand are attractive for me. 


T: Designs of the brand have distinctive features. 


Designs of the brand are popular and 
fashionable. 
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1 
Item 3.Store Environment sg |u > 
i TNEB 
£2] 2 Br p: 
aala jz|2|a2 
|. |The brand has good store location. 
The brand has sufficient outlets. 
The interior display is attractive. 
Color and music inside the store are attractive. 
Item 4.Price, Promotion & Service Quality 2 $ 3 a | 5 2 
No. eae \e)e2) ee 
saa jajaja 
AAA JzZzj<ja<s 
1. | Increases of price not hinder me to purchase. 
2. | The brand provides goods value for money. 
E Ads of the brand attract me to purchase. =a j 
4. | Window displays are attractive. 
5. | Brand offers a special promotion of lower T 
price than usual. 
6. Salesperson of the store is well-trained. 
‘ice on 
7. | Salesperson of the stores willing to help, 
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The Cosmetics Buying Behavior 


Respondents are requested to answer the following question with answers from 
strongly agree to strongly disagree on Likert five-point scale. Please circle your 
answer to each statement using 5 point Likert scale, 

[(1) = strongly disagree, (2) = disagree, (3) = neutral, (4) = agree and (5) = strongly 


agree]. 
Basle 3 
mel & |E Ed 
a Description S 5 F E : È : 
$ m| om a 
HAAR 


1. |I prefer cosmetics products suitable to my age. 


[2. I consider my economic situation when | 
purchasing cosmetics products. 
3. Ibuy cosmetics products because it relates me 
to my lifestyle. 
— 


4, I buy cosmetics products due to my family’s 
advice. 


5. | The types of cosmetics products I purchase are 
affected by close friends, movie stars, sport 
heroes, ete. 


| | 


f6. My society culture affects my buying behavior 
of cosmetics products. 


7, | I buy cosmetics products consistent with my 
social class. 


8. I buy cosmetics products to take care of skin. 


9. I learn about the cosmetics products from my 


personal experience. 

EO buy cosmetics products according to my own 
preference or beliefs/ attitude toward cosmetics 
products. 
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